
Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journalInformation?journalCode=wico20

Journal of Internet Commerce

ISSN: (Print) (Online) Journal homepage: https://www.tandfonline.com/loi/wico20

Online Review Antecedents of Trust, Purchase, and
Recommendation Intention: A Simulation-Based
Experiment for Hotels and AirBnBs

Christopher P. Furner, John R. Drake, Robert Zinko & Eric Kisling

To cite this article: Christopher P. Furner, John R. Drake, Robert Zinko & Eric Kisling (2022)
Online Review Antecedents of Trust, Purchase, and Recommendation Intention: A Simulation-
Based Experiment for Hotels and AirBnBs, Journal of Internet Commerce, 21:1, 79-103, DOI:
10.1080/15332861.2020.1870342

To link to this article:  https://doi.org/10.1080/15332861.2020.1870342

Published online: 21 Jan 2021.

Submit your article to this journal 

Article views: 757

View related articles 

View Crossmark data

Citing articles: 3 View citing articles 

https://www.tandfonline.com/action/journalInformation?journalCode=wico20
https://www.tandfonline.com/loi/wico20
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/15332861.2020.1870342
https://doi.org/10.1080/15332861.2020.1870342
https://www.tandfonline.com/action/authorSubmission?journalCode=wico20&show=instructions
https://www.tandfonline.com/action/authorSubmission?journalCode=wico20&show=instructions
https://www.tandfonline.com/doi/mlt/10.1080/15332861.2020.1870342
https://www.tandfonline.com/doi/mlt/10.1080/15332861.2020.1870342
http://crossmark.crossref.org/dialog/?doi=10.1080/15332861.2020.1870342&domain=pdf&date_stamp=2021-01-21
http://crossmark.crossref.org/dialog/?doi=10.1080/15332861.2020.1870342&domain=pdf&date_stamp=2021-01-21
https://www.tandfonline.com/doi/citedby/10.1080/15332861.2020.1870342#tabModule
https://www.tandfonline.com/doi/citedby/10.1080/15332861.2020.1870342#tabModule


Online Review Antecedents of Trust, Purchase, and
Recommendation Intention: A Simulation-Based
Experiment for Hotels and AirBnBs

Christopher P. Furnera , John R. Drakea , Robert Zinkob, and Eric Kislinga

aCollege of Business, East Carolina University, Greenville, North Carolina, USA; bCollege of
Business, Texas A&M University Central Texas, Killeen, Texas, USA

ABSTRACT
Although the influence of trust on purchase intention is well
studied in e-commerce, the emergence and rapid growth of
the sharing economy has renewed the relevance of this rela-
tionship. Though the sharing economy lacks the institutional
assurance mechanisms inherent in traditional industries, con-
sumers must rely on trust to inform their selection decisions
more so than before. In this study, the influence on trust of
four consumer characteristics and accommodation type
(whether an accommodation is a hotel or an AirBnB) are eval-
uated. Findings reveal that disposition to trust, education,
uncertainty avoidance, and the accommodation type variables
influence trust. Findings also support relationships between
trust and both purchase intention and recommendation inten-
tion. These findings carry implications for sharing platform
developers as well as e-commerce researchers.

KEYWORDS
AirBnB; electronic word-of-
mouth; sharing economy

Introduction

Consumer behavior researchers have long-treated purchase intention and
recommendation intention as outcomes of interest (Chang and Wildt 1994;
Dabbous, Aoun Barakat, and Merhej Sayegh 2020). Extensive research
interest in purchase and recommendation intention is not surprising given
the implications that these constructs have on financial outcomes. As more
commerce moved online, purchase and recommendation intention contin-
ued to dominate the emerging e-commerce paradigm. However, researchers
quickly determined that trust is a primary driver of both purchase and rec-
ommendation intention in e-commerce more so than traditional commerce
(e.g., Geffen 2000).
There are a number of potential explanations for the influence of trust

on purchase intention in an e-commerce context. Since e-commerce trans-
actions involve paying for a purchase before receiving the product or
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service, often several days or weeks beforehand, and since the consumer
has to rely on the information and photos provided by the online retailer,
the consumer is making a purchase decision under more uncertainty than
a consumer would in a brick-and-mortar store. There is uncertainty about
the quality of the product, its ability to satisfy the consumer’s needs, as
well as about whether the seller will actually ship the product. Although
institutional assurances such as brand reputation and credit card purchase
protections mitigate some of these risks today, in the early days of e-
commerce, trust emerged as a major motivating factor for consumers
(Pavlou and Gefen 2004).
Leonard and Jones (2019) replicated a study of trust in consumer-to-

consumer e-commerce (C2C) that had been conducted over a decade prior,
and found that in the early days of C2C e-commerce, a lack of consumer per-
ceptions of institutional assurances led to several impediments to purchase
intention. First, the authors found that natural propensity to trust was insuffi-
cient in fostering trusting beliefs in the earlier days of C2C e-commerce, how-
ever 10 years later, they were able to support this relationship, a finding which
they attribute to consumers developing more experience-based confidence and
stronger perceptions of institutional assurances.
While C2C commerce is commonplace, the sharing economy, which

Huurne et al. (2017, 486) define as “Online peer-to-peer marketplaces …
that enable the sharing of underutilized resources such as accommodation,
tools, and rides among strangers” is an emerging phenomenon. According
to Cheng (2016), research on the influence of trust on consumer decisions
in the sharing economy is scarce, and given the extent to which consumers
are vulnerable to scams, and the relative lack of institutional assurances,
Huurne et al. (2017) calls for a research agenda on trust development in
the sharing economy. This study answers that call by developing a model
in which trust is central to the development of purchase intention in both
a traditional e-commerce and a sharing economy context.
Beyond online retail, trust is still a relevant decision factor in many

online purchase decisions. This study focuses on accommodation purchase
decisions (i.e., hotels or AirBnB rentals). Trust is very important in this
context, since accommodation purchases are experiential in nature, lack the
ability to try before one buys, and are non-returnable, many consumers
view these as high-risk purchases (Furner and Zinko 2017). Should a con-
sumer book an accommodation which does not meet their needs, they are
likely to find themselves in an unfamiliar place without easy access to an
alternative accommodation. As such, consumers are less likely to develop
purchase intention in the absence of trust in the property.
While brand reputation can serve as a heuristic and an institutional

assurance mechanism which can reduce uncertainty related to an
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accommodation purchase decision, unbranded hotels and hosted properties
(such as AirBnBs or VBROs) do not provide these institutional assurances,
leaving consumers to be even more dependent on online reviews to foster
purchase intention. In these scenarios, trust is expected to play a central
role in the purchase intention decision. The objective of this study is to
identify the consumer level determinants of trust formation in hotel and
AirBnB selection decisions. We will refer to the distinction between hotels
and AirBnBs as “Accommodation Type” throughout this paper. Our first
research question is: What are the consumer level and accommodation type
determinants of trust in online accommodation purchase decisions? Our
second research question is: Does trust formation differ when the accom-
modation is a hosted property rather than a hotel?
To answer these research questions, we develop a model of trust, pur-

chase, and recommendation intention, which we then test using a simula-
tion-based experiment. In the following section, we review relevant
literature to construct our model and outline our hypotheses. Next, our
methodology is presented, and our results are reported. We then discuss
these results, highlighting practical and research implications. Summarizing
remarks conclude the article.

Literature review

Electronic word-of-mouth (eWOM) provides the framework for the rela-
tionship between trust in reviews and intention to purchase or recommend.
In this section, we discuss how and why eWOM theory provides that foun-
dation and develop hypotheses based on this foundation. Our research
model appears in Figure 1.

Trust

AirBnB

Income

Education

Uncertainty 
Avoidance

Purchase Intention

Recommendation 
Intention

Disposition to 
Trust

Figure 1. Research model.
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Electronic word-of-mouth

Word-of-mouth (WOM) is thoroughly studied in traditional commerce
(Anderson 1998), and refers to the phenomena where consumers who have
used a product or service tell potential consumers about their experience.
Since consumers are faced with an optimization problem under conditions
of uncertainty (Furner and Zinko 2017), they seek information about the
ability of a product or service to meet a need or desire. Since information
provided by brand holders and retailers tends to exaggerate the positive ele-
ments of products, consumers view information obtained via word of
mouth as more reliable (Keller 2007) and rely on this information more in
purchase decisions.
In the traditional WOM environment, consumers are constrained to

their own network of acquaintances to seek information about products
and services. In the online retail environment, consumers have access to
information provided by multiple consumers in the form of online reviews.
Electronic WOM communication is any statement, positive or negative,

made by potential, current, or former customers about a product or
company, made on the Internet and available for many people to see
(Hennig-Thurau et al. 2004). Such communications can take place on vari-
ous platforms, including discussion forums, news groups, boycott websites,
social media sites, or online exchanges. eWOM communication has become
extremely popular because of the ease of interacting with platforms for
sharing their statements and because such a wide variety of products that
benefit from feedback.
eWOM represents one solution to the problem of information uncer-

tainty regarding online purchases (Pavlou, Liang, and Xue 2007). In order
for the buyer to trust an unknown seller online, the buyer needs informa-
tion about both the product and the seller to build confidence that the
products are as promised, and that the seller will complete the transaction
ethically. Written reviews, in particular, build trust in the seller, increasing
what buyers would be willing to pay when conducting a transaction with
that seller (Pavlou and Dimoka 2006).
These phenomena have led to a plethora of review platforms integrated

with product catalogs to help facilitate the transaction process. But not all
reviews are equally effective at facilitating purchase intention. Consumers
evaluate the credibility of the reviews before considering the information
contained in them for making their purchase decisions, since many reviews
were written by entities with an interest in the success or failure of the
product (Cheung and Thadani 2012; Cheung et al. 2009).
eWOM also influences purchase intention for travel accommodations. As

noted above, consumers are particularly vulnerable to harm when selecting
accommodation, because accommodation purchases tend to be experiential,
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tend to sell well in advance, lack the ability to try before buying, and gener-
ally carry cancelation fees. As a result, uncertainty reduction is particularly
important when consumers are considering accommodation purchases
(Furner, Racherla, and Zhu 2012). Online reviews are effective at reducing
feelings of unease about staying in a hotel in which one has never stayed
before (King, Racherla, and Bush 2014), however, assessing the veracity of
reviews adds an additional dimension, along with substantial information
processing requirements to the consumers’ purchase decision (Furner and
Zinko 2017). Most notably, many reviews are written by individuals with
an interest in the success or failure of the product or service, resulting in a
growing problem of fake reviews (Zhang et al. 2016). Indeed, Samsung was
alleged to have hired an army of students to post fake reviews and partici-
pate in numerous online forums to disparage a competing smartphone
(BBC 2013). We highlight the importance of Trust in the follow-
ing subsection.

Antecedents of trust

According to Gefen and Heart (2006, 2), “Trust is the willingness to
depend upon another party and be vulnerable to the actions of this other
party based on the assumption that the trusted party will deliver without
taking advantage of the situation.” Trust has been widely studied across a
variety of contexts and as a result, a large number of conceptualizations of
trust exist. Most relevant to this study is the conceptualization of transac-
tion trust (Chiles and McMackin 1996) which is defined as the willingness
of one to engage in a transaction in which that individual is vulnerable
(Serino, Furner, and Smatt 2005). Transaction trust has been used as a
determinant of consumer behavior in traditional commerce (Chiles and
McMackin 1996), e-commerce (Geffen 2000), mobile application selection
(Keith et al. 2016), and hotel selection (Racherla and Friske 2012).
Leonard and Jones (2019) note that in consumer-to-consumer e-com-

merce, institutional support mechanisms are weaker, and thus consumers
rely on heuristics such as perceptions of website quality as well as third-
party recognition (i.e., eWOM) to develop feelings of trust. The authors
replicated their 2008 study in which other’s trust of buyers/sellers and nat-
ural propensity to trust (disposition to trust) did not influence trust in the
retailer, however using their 2018 dataset, they find support for these rela-
tionships. Leonard and Jones (2019, 2) attribute the difference to changes
in institutional support mechanisms and consumers with more extensive e-
commerce experience, and also note that “… collaborative consumption
gained popularity in the past 10 years with the introduction of Uber …
and Airbnb.” They highlight the importance of trust between strangers for
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collaborative consumption platforms to function, thus underscoring the
relevance of studies of trust in the sharing economy.
Since eWOM serves as a surrogate for reputation, consumer reviews

increase consumers’ perceptions of trustworthiness of online stores (Utz,
Kerkhof, and van den Bos 2012). The factors that drive feelings of trust
can develop at a variety of levels: Transactional characteristics, product or
service characteristics, characteristics of the other party, situational charac-
teristics, marketplace (or in the case of e-commerce, platform) characteris-
tics, and individual characteristics. In this study, we discuss four individual
level characteristics and one platform level characteristic that impacts trust.

Disposition to trust
While trust is formed based on perceptions of situational and relationship
factors (De Jong and Elfring 2010), individuals differ in their propensity to
develop trusting intentions. McKnight, Cummings, and Chervany (1998,
477) define disposition to trust as “a consistent tendency to be willing to
depend on others across a broad spectrum of situations and persons.” This
tendency to form trusting beliefs is a persistent personal trait reflecting
faith in humanity and willingness to expose oneself to vulnerability
(Geffen 2000).
Within e-commerce research, disposition to trust is widely used as a pre-

dictor of trusting intention, however it is important to note that in trad-
itional trust research, situational factors tend to have a stronger influence
on behavior than dispositional factors (Goto 1996). Indeed, Jones and
Leonard (2008) conducted a study of trust in consumer-to-consumer e-
commerce, and were not able to support a relationship between natural
propensity to trust (disposition to trust), finding instead that perceptions of
website quality (a situational factor) drove trust in a buyer/seller. The
authors replicated this study 10 years later, and found that with their new
dataset, natural propensity to trust does have a significant influence on
trust (Leonard and Jones 2019), a finding that the authors attribute to
changes in the experience level of consumers using C2C platforms.
Interestingly perceptions of website quality no longer significantly influence
trust (although other situational factors, including others’ trust of buyers/
sellers and third-party recognition do have a significant influence). By
attributing the changing findings to consumer experience with consumer-
to-consumer transaction platforms, Leonard and Jones (2019) suggest that
when these platforms were new, consumers had to set aside their natural
instincts and look for situational indicators to reduce uncertainty. Now,
with less uncertainty to reduce because consumers have more experience
with these types of transactions, consumers “rely more on their natural
trusting behavior” (Leonard and Jones 2019, 5).
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Disposition to trust has been shown to be robust in predicting trusting
behaviors across a wide variety of trusting scenarios and numerous concep-
tualizations of trust, including e-commerce (Wu, Hu, and Wu 2010). We
expect this relationship to hold in the hosted accommodation context, with
those who report a higher disposition to trust also reporting higher trusting
beliefs. Based on this, we predict that:

H1: An individual’s disposition to trust positively impacts trust.

Socio-economic status
Socio-economic status (SES) is an individual level characteristic which indi-
cates the economic and social position of an individual relative to others
(Kahl and Davis 1955). It has been widely studied across a variety of disci-
plines, and numerous topologies describe the construct as being comprised
of a variety of factors. Education and income tend to be included in most
topologies (Hoffmeyer-Zlotnik, Hoffmeyer-Zlotnik, and Wolf 2003; Nocon,
Keil, and Willich 2007), and these two factors are widely used in consumer
behavior research (Wood 1998), leading us to include education and
income in our model of trust formation.
The relationship between income and trust has been evaluated in mul-

tiple contexts using a variety of conceptualizations of trust. For example,
Richardson et al. (2012) found that individuals who had lower incomes
reported lower levels of trust in physicians and medical practices, as well as
information provided by physicians, and thus were less likely to seek med-
ical care. In terms of decision trust, Abubakar and Ilkan (2016) found a
positive relationship between income and intention to travel for a medical
procedure based on online reviews, suggesting that income plays a role in
the construal of trust in eWOM.
There are many plausible explanations for the positive relationship

between income and trust formation. It is possible that those with higher
incomes would be better able to recover from a loss related to a bad out-
come, and thus do not experience as much anxiety about the outcome. For
example, in the accommodation scenario, if a person who has a high
income arrives at the accommodation to find that it is not suitable, they
are more likely to have the means to purchase an alternative accommoda-
tion on the spot without suffering a financial loss which would not be as
problematic for them as it would for an individual with lower income. In
essence, the potential negative outcomes of a transaction gone bad are less
substantial for those with higher incomes.
It is also possible that those with lower incomes have more experience

contending with loss, and thus do not form trusting beliefs as readily on
account of the availability heuristic (Downen, Furner, and Cataldi 2019),
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that is to say, they may be less naive. Since those with higher income are
not exposed to as much risk should the host act opportunistically, and
since it is possible that lower income individuals will be more apprehensive
due to the availability heuristic, we predict that:

H2: Individuals with higher income will report higher levels of trust.

Education and income tend to be highly correlated, however research on
the impact of income and education on trust formation seems to be con-
flicting (i.e., higher income seems to increase trust, while higher education
seems to decrease trust), suggesting that the influence of education on trust
is complex. When individuals are more educated, they tend to be more
deliberative and process oriented in their decision making, thus increasing
the impact of task and situational factors in their decision outcomes
(Huffman 1974), explaining the apparent inconsistency in findings between
the two highly correlated constructs of income and education. According
to Richardson et al. (2012), those who reported lower education levels were
less likely to seek health information, and rated their ability to find health
information as lower. The authors also found that individuals who have
not finished high school will less likely trust printed information than they
would trust information televised or online. Individuals with a higher edu-
cation tend to question the accuracy and character of the information they
read and hear, leading to less trust (Richardson et al. 2012). With this in
mind, we expect that when subjects are more educated, they will be better
equipped to analyze the decision rationally and will evaluate the veracity of
the information contained in the reviews with more skepticism, resulting in
lower levels of trust. Based on this, we predict that:

H3: Individuals with higher education levels will report lower levels of trust.

Uncertainty avoidance
Uncertainty avoidance, also referred to as risk aversion, refers to the extent
to which an individual feels uncomfortable acting in the absence of com-
plete information regarding the outcome of their action (Furner and
George 2012). Those who score high on uncertainty avoidance tend to
select less risky decision choices, and in some cases, avoid making decisions
altogether in order to avoid undesirable outcomes (Hofstede 2001). The
construct has been used as an aggregate national culture variable as part of
Hofstede’s topology, and if measured at the individual level, as an individ-
ual level predictor of behavior (Srite and Karahanna 2006). At both the
national level (Lim et al. 2004) and individual level (Furner, Zinko, and
Zhu 2016), uncertainty avoidance has shown to reduce transaction trust.
The prevailing explanation is that those who are less comfortable acting in
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the absence of full information about the outcomes of their actions will feel
less comfortable putting themselves in a position of vulnerability. We pre-
dict that in the accommodation decision context, where consumers contend
with substantial uncertainty, this relationship may be stronger, since the
potential downside of a poor accommodation decision is substantial.

H4: Individuals who score high on uncertainty avoidance will report lower levels
of trust.

Accommodation type
Given the importance of trust in e-commerce, and more specifically
accommodation decisions, trust has been widely studied by eWOM and
hospitality researchers. While trust is a primary driver of purchase inten-
tion in e-commerce retail, we predict that trust will be an even stronger
driver of purchase intention when a consumer is selecting an accommoda-
tion. We predict that accommodation consumers are particularly vulnerable
to financial and personal comfort risks. For example, should an accommo-
dation not be as described, the consumer may suffer from poor sleep, dis-
comfort, and feelings of being unsafe, as well as other negative outcomes.
Should a consumer be unhappy with an accommodation purchase, it may
be difficult for the consumer to find a replacement, since accommodation
decisions are typically made in advance of the stay, and other accommoda-
tions may be sold out by the time of check in, may be more expensive
than if the property was booked in advance, and may require the consumer
to move, likely burdened with luggage. Combined with the prevalence of
cancelation fees, accommodation purchases leave consumers vulnerable,
making the accommodation purchase decision high risk, and wrought with
uncertainty.
With branded hotels, some institutional assurance mechanisms can

reduce unease (Tran, Dauchez, and Szemik 2013). Consumers may believe
that these hotels will seek to protect their brands by protecting their cus-
tomers, providing better quality experiences, and providing recourse in the
event of a problem. Unbranded as well as branded hotels are generally
licensed in the jurisdiction in which they operate, providing at least some
assurances regarding safety (fire and carbon monoxide mitigation, struc-
tural integrity, reputable business practices, etc.). However, with the sharing
economy, a new type of accommodation is becoming more common, in
which individuals rent their personal space on a short-term basis to others
seeking accommodation. Advocates argue that this model takes advantage
of an oversupply of space (i.e., individuals who have unused rooms in their
homes or even have entire homes that they do not live in year round) and
provides consumers with a wider variety of accommodation options, often

JOURNAL OF INTERNET COMMERCE 87



at prices favorable to licensed hotels. In practice however, research finds
that entrepreneurs are purchasing properties in high-tourism areas to make
a profit off of short term rentals, while avoiding the regulatory hurdles that
hotels face, and thus driving up housing prices in those areas (Horn and
Merante 2017).
From the consumer’s point of view, these short-term rental agreements

represent another option in their accommodation choice, however, the
short-term rentals are higher risk than licensed hotels. Scams abound,
where hosts advertise a property that does not exist, or that they do not
own, accept reservations and payment, then disappear, leaving the con-
sumer to arrive at the property and not be permitted to stay (Pouryousefi
and Frooman 2019). In some more sophisticated scams, owners of a lower
quality property will advertise an attractive property, and when the con-
sumer arrives for check-in, tell the consumer that the property had a mech-
anical problem, then offer the consumer the lower quality property at a
discount if the consumer voluntarily cancels their original booking and
pays in cash, thus removing any recourse and preventing the consumer
from filing a complaint or providing a bad review. Other media reports
suggest that in some instances, guests are robbed or spied upon with hid-
den cameras in the property (Liu et al. 2018). As such, the importance of
trust in short-term rental transactions is substantial.
Huurne et al. (2017) review the literature on trust in the sharing econ-

omy, highlighting the potential risks of opportunistic providers, stressing
the importance of trust, and pointing out the scarcity of research in this
area. Using small-sample meta-analysis, they identify several antecedents of
trust, including reputation, trust in the platform, consumer experience with
eWOM, and disposition to trust. Generally, they find that the influence of
these consumer and platform level antecedents of trust are weaker in the
sharing economy than they are in e-commerce. In light of this, and since
trust is the extent to which one feels comfortable putting themselves in a
position of vulnerability and since consumers are exposed to more risk
when the accommodation type is an AirBnB than a hotel, we predict that
consumers who are considering a hotel will form stronger feelings of trust.

H5: When the accommodation type is a hotel, consumers will report stronger
feelings of trust than when the accommodation is an AirBnB.

Purchase intention

The positive influence of trust on consumer behavior in the travel industry
has been well documented in research, including studies of revisit inten-
tions (Kim, Kim, and Kim 2009), return visits to restaurants (Han, Back,
and Barrett 2009), and using AirBnB (Drake et al. 2021). Among electronic
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consumer behavior researchers, purchase intention is a primary outcome of
interest (Chen, Hsu, and Lin 2010). Given the practical and financial impli-
cations of purchase intention, the high degree of interest among researchers
is aligned with the relevance of the construct. Studies have evaluated the
influence of several drivers of purchase intention in an e-commerce setting,
including website attributes (Chen, Hsu, and Lin 2010), return policies
(Pei, Paswan, and Yan 2014), online store image and reputation (Chen and
Teng 2013) and eWOM (Furner, Racherla, and Zhu 2014). As a research
area within the e-commerce paradigm, eWOM has been extensively
studied, and purchase intention remains a primary outcome of interest
among eWOM researchers (King, Racherla, and Bush 2014).
The relationship between trust and purchase intention in e-commerce is

well supported (Ambrose and Johnson 1998; Geffen 2000; Jarvenpaa and
Tractinsky 1999; Racherla, Mandviwalla, and Connolly 2012). Since the
implications of a bad accommodation decision are substantial, hotel book-
ing scenarios serve as the experimental setting for many important e-com-
merce studies, as researchers believe that this context will motivate subjects
to think rationally about their decision (Furner and Zinko 2017). For
example, Amaro and Duarte (2015) found that trust in online travel shop-
ping directly impacts intention to purchase travel online, even when a
number of other factors are included such as perceived risk, attitude, com-
patibility, and perceived behavioral control. Since consumers are exposing
themselves to risk by partaking in a transaction, their willingness to be vul-
nerable in that transaction influences their willingness to engage in that
transaction. Following this logic and consistent with the findings of the
studies identified above, we predict that:

H6: Consumers who report higher levels of trust will also report higher levels of
purchase intention.

Recommendation intention

While purchase intention is a primary construct of interest in e-commerce
research, recommendation intention also carriers practical and financial
implications. However research using the construct is less pervasive, par-
ticularly in eWOM studies (Benlian, Titah, and Hess 2012).
Recommendation intention refers to the extent to which a consumer is
likely to recommend that someone else use a product or service. While
extensive research investigates the extent to which consumers rely on the
recommendations of others, few studies investigate the factors which lead
consumers to make recommendations, either positive or negative.
Purchase decisions are complex optimization problems under conditions

of uncertainty which require cognitive effort (Furner and Zinko 2017).
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When consumers accomplish a purchase decision, they engage in an
expectation-confirmation assessment (Hsu and Lin 2015). When the out-
come of this process is of interest to the consumer, social and egotistical
drivers may motivate the consumer to share their experience with others if
expectations were met or exceeded (Wasko and Faraj 2005), while frustra-
tion and feelings of loss associated with getting a bad deal may lead con-
sumers to share their experience if their expectations were not met.
When an accommodation is booked before the stay itself, expectation-

confirmation assessments are not possible, however consumers still feel the
sense of accomplishment for completing the decision task, and with the
information fresh in their head, may still seek social capital associated with
providing a recommendation (Wasko and Faraj 2005). Since the consumer
does not want to provide a bad recommendation, they are more likely to
make the recommendation if they have confidence that the stay will go
well, that is, if they have higher levels of trust. Based on this, we pre-
dict that:

H7: Consumers who report higher levels of trust will also report higher levels of
recommendation intention.

Having outlined our model, we now describe how the model was tested.

Methods

In this section, we report on the procedures, measures, and subjects used
to evaluate our model.

Procedures

In order to evaluate our model, two web-based simulations were developed;
one in which subjects interacted with a mockup of the Airbnb review inter-
face, and another in which subjects interacted with a mockup of the
Tripadvisor review interface. The use of web-based simulations is common
in electronic commerce literature (Racherla and Friske 2012; Zinko et al.
2020). After reading the informed consent form statement and agreeing to
participate, subjects were randomly assigned into one of the two simulation
groups (Tripadvisor Hotel or AirBnB). In both simulations, subjects were
told that they were considering accommodation in Paris, were presented
with a review of the property on the appropriate platform. In both simula-
tions, the text of the review was identical with changes made to the user
interface to mimic the different platforms. Participants were then asked to
indicate their degree of trust in the property, purchase intention and rec-
ommendation intention using survey questions hosted on Qualtrics. All
subjects were then asked for their income, education and risk propensity.
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Measures

Following Furner, Racherla, and Zhu (2012), both purchase intention and
recommendation intention were measured using a single item. The three
trust items were used by Keith et al. (2015), while income and education
were both single item questions used by Hoffmeyer-Zlotnik, Hoffmeyer-
Zlotnik, and Wolf (2003). The six items used to measure disposition to
trust were taken from McKnight, Choudhury, and Kacmar (2002), while
the five uncertainty avoidance questions were adapted from Srite and
Karahanna (2006). The AirBnB variable stems from the scenario manipula-
tion, with TripAdvisor Hotel being coded as 1 and AirBnB being coded as
2. The reviews, along with the items used appear in Appendix A.

Subjects

MBA students and upper-level undergraduates at a large university in the
southeast USA participated in the simulation experiment. Subjects were
randomly assigned to either the AirBnB or the TripAdvisor (Hotel) condi-
tion. Two hundred and twenty-one usable responses were collected (113
from the AirBnB condition, 108 from the Tripadvisor condition). 53% of
the respondents were female, and the mean age was 27.3 years old.

Results

Before computing values for our multi-item variables, exploratory factor
analysis with a Varimax rotation and Kaiser normalization was conducted
on the items used to measure the independent and dependent variables
that were comprised of more than one item. Cases were excluded listwise,
because the calculation of independent variables was accomplished by aver-
aging responses to relevant items, and missing values for those items result
in a zero being used in the calculation. SPSS 23 was used. Following the
procedure outlined by Hair et al. (1998), items were dropped based on fac-
tor loadings. The final rotated component matrix as well as the number of
items dropped and the Cronbach a for each multi-item variable is pre-
sented in Table 1.
Means and standard deviations for all variables as well as bivariate corre-

lations between the independent variables are presented in Table 2.
Although a few correlations are significant, none exceed 0.8, indicating that
multicollinearity is not a cause for concern (Hair et al. 1998) (the highest is
between education and income at 0.354).
In order to evaluate our model, structural equation modeling was con-

ducted using AMOS 23. Parameter estimates are presented in Table 3, and
in the evaluated model in Figure 2. These results are discussed in the
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following section. The Chi-Square test of the null hypothesis that the pre-
dicted model matches the observed data was not significant at the 0.1 level
(X2(df ¼ 11) ¼ 18.867, p ¼ .064), suggesting adequate model fit. Other fit
indices were examined and met the thresholds outlined by Schumacker and
Lomax (2010), with a CFI of 0.922, GFI of 0.958, and RMSEA of 0.069.

Discussion

Consistent with extensive research related to electronic commerce and
eWOM, we found support for the relationship between trust and both pur-
chase intention (H6) and recommendation intention (H7). In addition, our
findings support relationships between several consumer characteristics and
trust, specifically disposition to trust (H1), education (H3), and uncertainty
avoidance (H4). Most interestingly and consistent with our prediction, we

Table 2. Means, standard deviations, and correlations between independent variables.

Income Education
Disposition
to trust

Uncertainty
avoidance

AirBnB
vs hotel

Income Mean 3.21 Correlation 1 0.354� 0.096 0.067 0.018
St. Dev. 1.52 N 217 216 217 217 217

Education Mean 2.64 Correlation 0.354� 1 0.087 0.013 0.045
St. Dev. 0.71 N 216 217 217 217 217

Disposition to trust Mean 4.42 Correlation 0.096 0.087 1 0.146� 0.001
St. Dev. 0.90 N 217 217 219 219 219

Uncertainty avoidance Mean 4.24 Correlation 0.067 0.013 0.146� 1 0.044
St. Dev. 0.56 N 217 217 219 219 219

AirBnB vs hotel Mean 1.49 Correlation 0.018 0.045 0.001 0.044 1
St. Dev. 0.50 N 217 217 219 219 221

Trust Mean 3.78
St. Dev. 0.69

Purchase intention Mean 2.80
St. Dev. 1.01

Recommendation
intention

Mean 2.88
St. Dev. 0.97

�Correlation is significant at the 0.05 level (two-tailed).

Table 1. Factor loadings and reliabilities.

Item

Factor

Disposition to trust Uncertainty avoidance Trust

DispoTrust_1 0.091 0.632 0.126
DispoTrust_2 0.012 0.740 0.155
DispoTrust_3 0.111 0.815 0.048
DispoTrust_4 0.073 0.738 �0.134
UA_1 0.151 0.101 0.771
UA_2 0.070 �0.015 0.888
UA_3 0.008 0.081 0.732
Trust_1 0.828 0.122 0.161
Trust_2 0.865 0.070 0.058
Trust_3 0.885 0.079 0.018
Items dropped 2 2 0
Chronbach a 0.710 0.723 0.865
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found that consumers seem to report lower levels of trust when the prop-
erty is listed on AirBnB than when the property is a hotel (H5).
We were not able to support a relationship between income and trust

(H2). While this could be because the influence of the other consumer
characteristics that we measured have a far stronger influence on trust than
income, i.e., individuals across all levels of income experience similar mech-
anisms of trust formation, it is also possible that this is an artifact of our
sample. We sampled upper level undergraduates and MBA students, and
although we did have some variability in terms of income (a standard devi-
ation of 1.52), that variability was attributable to a dichotomous distribu-
tion. Income was assessed using a scale with the following points:
<$10,000, $10,000–$25,000, $25,000–$50,000, $50,000–$100,000, and
$100,000þ. Presumably undergraduates tended to have lower incomes
while MBA students had higher incomes, with few in the middle. The fre-
quency distribution for income, shown in Figure 3, suggests a dichotomous
and right-skewed distribution, which may have influenced the results of
Hypothesis 2.

Limitations and future research

While our findings contribute to a growing field of inquiry in the sharing
economy, they should be interpreted in light of several limitations.

Table 3 . Results of SEM analysis.
Hypothesis Endogenous Exogenous Estimate S.E. C.R. p Result

H1 Trust  Dispo. Trust 0.135 0.050 2.699 .007 Supported
H2 Trust  Income 0.047 0.032 1.501 .133 Not supported
H3 Trust  Education �0.152 0.068 �2.229 .026 Supported
H4 Trust  Uncert. Avoid �0.177 0.081 �2.180 .029 Supported
H5 Trust  AirBnB �0.204 0.089 �2.297 .022 Supported
H6 Purchase Int.  Trust 0.224 0.097 2.317 .020 Supported
H7 Recommend Int.  Trust 0.244 0.094 2.606 .009 Supported

Trust

AirBnB

Income

Education

Uncertainty 
Avoidance

Purchase Intention

Recommendation 
Intention

Disposition to 
Trust

Figure 2. Evaluated model.
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First, we used single-item measures for purchase intention and recommen-
dation intention. While some e-commerce studies do use single-item meas-
ures for these constructs (Furner, Racherla, and Zhu 2012), this approach
can create concerns related to content validity and sensitivity when the
construct is complex or multifaceted. We feel that because these outcomes
are not multifaceted, the use of a single item for each should not result in
reliability concerns. However, to avoid this risk, future studies should
employ multi-item scales for purchase intention and recommenda-
tion intention.
Also, our sample came from a single region of the United States, which

could affect the generalizability of our findings. The influence of cultural
differences on trust formation and purchase intention has been well docu-
mented in e-commerce research (Furner, Racherla, and Zhu 2013; Ganguly
et al. 2010), and it stands to reason that cultural differences would influ-
ence sharing economy platforms as well, given the risk associated with
these platforms and the lack of institutional assurances, and the fact that
cultures differ in terms of uncertainty avoidance (Hofstede 2001) which
could affect our trust findings in samples from other cultures. In addition,
nations differ in terms of resource availability (Julian and Ofori-Dankwa
2013), which could influence our socio-economic status findings. Finally,
Gefen and Heart (2006) found that in e-commerce, the effects of

Figure 3. Frequency distribution for income.
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predictability and familiarity on trust differ across cultures, suggesting that
when a platform is relatively new and familiarity is low, cultural differences
could have an impact on trust formation and subsequently purchase inten-
tion. Future studies which test our model using samples from other cul-
tures may yield more granular results, thus providing more culture specific
practical implications. Further, cultural characteristics such as uncertainty
avoidance as well as hospitality norms can be modeled in future studies to
enhance our understanding even farther, particularly given the global
nature of the hospitality industry.
In addition to being noncultural, our sample included MBA and upper

level undergraduate students. While these subjects are likely to have experi-
ence traveling, with a mean age of 27.3 years old, our findings may not be
generalizable to other consumers. Future studies may consider expanding
the sampling pool to include a wider variety of subjects.
Research necessarily lags practice, and although the sharing economy has

been operating for several years, researchers are just beginning to under-
stand the drivers of purchase intention, and specifically the individual and
property level factors which influence consumers’ decision to choose a trad-
itional property or a hosted property. While trust does appear to be a pri-
mary determinant of this choice, and there is still more work to be done
on understanding the drivers of trust in the sharing economy, however
other factors which drive an individual’s proclivity to choose a hosted
property have yet to be uncovered. Individual level factors like travel style,
trip factors such as trip type, whether the traveler is an individual or a fam-
ily, and characteristics of the location could be evaluated as well.

Implications for researchers

Huurne et al. (2017) indicate that research on trust in the sharing economy
is scarce and argue trust will play a central role in adoption intention in
this emerging and industry changing phenomenon. Following Cheng
(2016), Huurne et al. (2017) call for more research on the antecedents and
influence of trust in the sharing economy. We were able to provide further
support for the influence of trust on both purchase intention and recom-
mendation intention while identifying several antecedents, in both a trad-
itional accommodation and a sharing economy context. While this
relationship has been demonstrated by a number of studies of hotels, there
has been little done with AirBnBs or other property sharing platforms.
Given the growing prevalence of these platforms, it stands to reason that
research on the differences in consumer perceptions regarding these
accommodation options will continue to grow in relevance. Specifically,
testing the extent to which existing models of online consumer behavior
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differ in this emerging context will be more interesting. This study repre-
sents an early effort at examining those differences.
To this point, we did identify a difference in trust formation across

accommodation type. Our finding that consumers report lower levels of
trust in properties that are AirBnB than in hotels suggests that researchers
should consider designing studies which evaluate other differences in con-
sumer perceptions and behavior in the sharing economy. Indeed given the
centrality and importance of trust to the e-commerce paradigm (Geffen,
Karahanna, and Straub 2003), our finding highlights a substantial need,
and therefore opportunity for researchers to understand differences in
online consumer behavior paradigms when the context changes to the shar-
ing economy.

Implications for practitioners

The sharing economy is an integrated and growing part of the world econ-
omy now, and trends suggest that it will continue to grow. The growth is
likely driven by economic factors. In the case of ride sharing, excessive sup-
ply of vehicles and labor and high prices of temporary transportation. In
the case of accommodation, excess supply of living space and high prices
of hotels. In spite of this, our findings suggest that the rate of growth might
be hampered by a lack of trust and institutional quality assurances. Just as
in the early days of e-commerce, growth was hampered by several high-
profile scams, the sharing economy currently suffers from scams as well
(Conti 2019).
As Pavlou and Gefen (2004) illustrate, in emerging markets where trust

is of central importance, outcomes can be improved with institutional
assurances. AirBnB currently offers a few such assurances, such as a prop-
erty review platform and the promise of assistance with finding alternate
accommodation should a problem arise, however current satisfaction levels
with this assistance are rated very low. With our finding that trust matters
substantially in mind, sharing platform developers should redouble their
efforts to foster trust formation, through institutional assurances as well as
better screening of properties and hosts.

Conclusion

The sharing economy is in its infancy, however its economic appeal has
already disrupted two long-entrenched industries, and while regulation is
reacting as quickly as it can to the new issues raised by the innovators in
this area, the sharing economy promises to continue to grow at an expo-
nential rate. As with many emerging phenomena in today’s dynamic busi-
ness environment, researchers find themselves working quickly to learn
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about the factors which influence consumer perceptions of these sharing
platforms. In this study, we were able to demonstrate that in early 2020,
consumers reported lower levels of trust in AirBnB properties than in off-
brand hotels, and we also highlighted the importance of trust in the devel-
opment of purchase and recommendation intention. Our study represents
a small first step in understanding how consumer behavior may differ in
this novel business environment.

ORCID

Christopher P. Furner http://orcid.org/0000-0001-7074-4820
John R. Drake http://orcid.org/0000-0002-1065-3211

References

Abubakar, A. M., and M. Ilkan. 2016. Impact of online WOM on destination trust and
intention to travel: A medical tourism perspective. Journal of Destination Marketing &
Management 5 (3):192–201.

Amaro, S., and P. Duarte. 2015. An integrative model of consumers’ intentions to purchase
travel online. Tourism Management 46 (1):64–79. doi: 10.1016/j.tourman.2014.06.006.

Ambrose, P., and G. J. Johnson. 1998. A trust based model of buying behavior in electronic
retailing. Proceedings of the Americas conference on information systems, Baltimore, MD.

Anderson, E. W. 1998. Customer satisfaction and word of mouth. Journal of Service
Research 1 (1):5–17. doi: 10.1177/109467059800100102.

BBC. 2013. Samsung probed in Taiwan over ‘fake web reviews’. BBC News, April 16.
https://www.bbc.com/news/technology-22166606

Benlian, A., R. Titah, and T. Hess. 2012. Differential effects of provider recommendations
and consumer reviews in e-commerce transactions: An experimental study. Journal of
Management Information Systems 29 (1):237–72. doi: 10.2753/MIS0742-1222290107.

Chang, T.-Z., and A. R. Wildt. 1994. Price, product information, and purchase intention:
An empirical study. Journal of the Academy of Marketing Science 22 (1):16–27. doi: 10.
1177/0092070394221002.

Cheng, M. 2016. Sharing economy: A review and agenda for future research. International
Journal of Hospitality Management 57:60–70. doi: 10.1016/j.ijhm.2016.06.003.

Chen, Y.-H., I.-C. Hsu, and C.-C. Lin. 2010. Website attributes that increase consumer pur-
chase intention: A conjoint analysis. Journal of Business Research 63 (9–10):1007–14. doi:
10.1016/j.jbusres.2009.01.023.

Chen, M.-Y., and C.-I. Teng. 2013. A comprehensive model of the effects of online store
image on purchase intention in an e-commerce environment. Electronic Commerce
Research 13 (1):1–23. doi: 10.1007/s10660-013-9104-5.

Cheung, M. Y., C. Luo, C. L. Sia, and H. Chen. 2009. Credibility of electronic word-of-
mouth: Informational and normative determinants of online consumer recommenda-
tions. International Journal of Electronic Commerce 13 (4):9–38. doi: 10.2753/JEC1086-
4415130402.

Cheung, C. M. K., and D. R. Thadani. 2012. The impact of electronic word-of-mouth com-
munication: A literature analysis and integrative model. Decision Support Systems 54 (1):
461–70. doi: 10.1016/j.dss.2012.06.008.

JOURNAL OF INTERNET COMMERCE 97

https://doi.org/10.1016/j.tourman.2014.06.006
https://doi.org/10.1177/109467059800100102
https://www.bbc.com/news/technology-22166606
https://doi.org/10.2753/MIS0742-1222290107
https://doi.org/10.1177/0092070394221002
https://doi.org/10.1177/0092070394221002
https://doi.org/10.1016/j.ijhm.2016.06.003
https://doi.org/10.1016/j.jbusres.2009.01.023
https://doi.org/10.1007/s10660-013-9104-5
https://doi.org/10.2753/JEC1086-4415130402
https://doi.org/10.2753/JEC1086-4415130402
https://doi.org/10.1016/j.dss.2012.06.008


Chiles, T. H., and J. F. McMackin. 1996. Integrating variable risk preferences, trust, and
transaction cost economics. Academy of Management Review 21 (1):73–99. doi: 10.5465/
amr.1996.9602161566.

Conti, A. 2019. I accidentally uncovered a nationwide scam on Airbnb. Vice Money.
https://www.vice.com/en_us/article/43k7z3/nationwide-fake-host-scam-on-airbnb

Dabbous, A., K. Aoun Barakat, and M. Merhej Sayegh. 2020. Social commerce success:
Antecedents of purchase intention and the mediating role of trust. Journal of Internet
Commerce 19 (3):262–97.

De Jong, B. A., and T. Elfring. 2010. How does trust affect the performance of ongoing
teams? The mediating role of reflexivity, monitoring, and effort. Academy of
Management Journal 53 (3):535–49. doi: 10.5465/amj.2010.51468649.

Downen, T., Z. Furner, and B. Cataldi. 2019. The effects on anchoring of increasing quanti-
ties of disconfirming evidence. International Journal of Management and Decision
Making 18 (3):309. doi: 10.1504/IJMDM.2019.100536.

Drake, J. R., A. Crawford, C. Deale, and B. J. White. 2021. Tourism in the sharing econ-
omy: How novelty seeking impacts travel intentions. Journal of Elelctronic Commerce in
Organizations 19 (1):92–110.

Furner, C. P., and J. F. George. 2012. Cultural determinants of media choice for deception.
Computers in Human Behavior 28 (4):1427–38. doi: 10.1016/j.chb.2012.03.005.

Furner, C. P., P. Racherla, and Z. Zhu. 2012. Uncertinty, trust and purchase intention
based on online product reviews: An introduction to a multinational study. International
Journal of Networking and Virtual Organisations 11 (3/4):260–76. doi: 10.1504/IJNVO.
2012.048909.

Furner, C. P., P. Racherla, and Z. Zhu. 2013. Cultural and review characteristics in the for-
mation of trust in online product reviews: A multinational investigation. Proceedings of
the Wuhan International Conference on e-Business (WHICEB), Wuhan, China, May 15.

Furner, C. P., P. Racherla, and Z. Zhu. 2014. A multinational study of espoused national
cultural and review characteristics in the formation of trust in online product reviews.
International Journal of Services Technology and Management 20 (1/2/3):14–30. doi: 10.
1504/IJSTM.2014.063586.

Furner, C. P., and R. A. Zinko. 2017. The influence of information overload on the devel-
opment of trust and purchase intention based on online product reviews in a mobile vs.
web environment: An empirical investigation. Electronic Markets 27 (3):211–24. doi: 10.
1007/s12525-016-0233-2.

Furner, C. P., R. Zinko, and Z. Zhu. 2016. Electronic word-of-mouth and information over-
load in an experiential service industry. Journal of Service Theory and Practice 26 (6):
788–810. doi: 10.1108/JSTP-01-2015-0022.

Ganguly, B., S. B. Dash, D. Cyr, and M. Head. 2010. The effects of website design on pur-
chase intention in online shopping: The mediating role of trust and the moderating role
of culture. International Journal of Electronic Business 8 (4/5):302–30. doi: 10.1504/IJEB.
2010.035289.

Gefen, D., and T. H. Heart. 2006. On the need to include national culture as a central issue
in e-commerce trust beliefs. Journal of Global Information Management 14 (4):1–30.

Geffen, D. 2000. E-commerce: The role of familiarity and trust. Omega: The International
Journal of Management Science 28 (6):725–37.

Geffen, D., E. Karahanna, and D. W. Straub. 2003. Trust and TAM in online shopping: An
integrated model. MIS Quarterly 27 (1):51–90.

98 C. P. FURNER ET AL.

https://doi.org/10.5465/amr.1996.9602161566
https://doi.org/10.5465/amr.1996.9602161566
https://www.vice.com/en_us/article/43k7z3/nationwide-fake-host-scam-on-airbnb
https://doi.org/10.5465/amj.2010.51468649
https://doi.org/10.1504/IJMDM.2019.100536
https://doi.org/10.1016/j.chb.2012.03.005
https://doi.org/10.1504/IJNVO.2012.048909
https://doi.org/10.1504/IJNVO.2012.048909
https://doi.org/10.1504/IJSTM.2014.063586
https://doi.org/10.1504/IJSTM.2014.063586
https://doi.org/10.1007/s12525-016-0233-2
https://doi.org/10.1007/s12525-016-0233-2
https://doi.org/10.1108/JSTP-01-2015-0022
https://doi.org/10.1504/IJEB.2010.035289
https://doi.org/10.1504/IJEB.2010.035289


Goto, S. G. 1996. To trust or not to trust: Situational and dispositional determinants. Social
Behavior and Personality: An International Journal 24 (2):119–31. doi: 10.2224/sbp.1996.
24.2.119.

Hair, J. F., W. C. Black, B. J. Babin, R. E. Anderson, and R. L. Tatham. 1998. Multivariate
data analysis. Vol. 5. Upper Saddle River, NJ: Prentice Hall.

Han, H., K.-J. Back, and B. Barrett. 2009. Influencing factors on restaurant customers’
revisit intention: The roles of emotions and switching barriers. International Journal of
Hospitality Management 28 (4):563–72. doi: 10.1016/j.ijhm.2009.03.005.

Hennig-Thurau, T., K. P. Gwinner, G. Walsh, and D. D. Gremler. 2004. Electronic word-
of-mouth via consumer-opinion platforms: what motivates consumers to articulated
themselves on the internet. Journal of Interactive Marketing 18 (1):38–52. doi: 10.1002/
dir.10073.

Hoffmeyer-Zlotnik, J. H., J. H. Hoffmeyer-Zlotnik, and C. Wolf. 2003. Advances in cross-
national comparison: A European working book for demographic and socio-economic vari-
ables. New York, NY: Springer Science & Business Media.

Hofstede, G. 2001. Culture’s Consequences: Comparing values, behaviors, institutions, and
organizations across nations. 2 ed. Thousand Oaks, CA: Sage.

Horn, K., and M. Merante. 2017. Is home sharing driving up rents? Evidence from Airbnb
in Boston. Journal of Housing Economics 38:14–24. doi: 10.1016/j.jhe.2017.08.002.

Hsu, C.-L., and J. C.-C. Lin. 2015. What drives purchase intention for paid mobile
apps?–An expectation confirmation model with perceived value. Electronic Commerce
Research and Applications 14 (1):46–57. doi: 10.1016/j.elerap.2014.11.003.

Huffman, W. E. 1974. Decision making: The role of education. American Journal of
Agricultural Economics 56 (1):85–97. doi: 10.2307/1239349.

Huurne, M., A. Ronteltap, R. Corten, and V. Buskens. 2017. Antecedents of trust in the
sharing economy: A systematic review. Journal of Consumer Behaviour 16 (6):485–98.

Jarvenpaa, S. L., and N. Tractinsky. 1999. Consumer trust in an internet store: A cross-cul-
tural validation. Journal of Computer Mediated Communication 5 (2):1–35.

Jones, K., and L. N. Leonard. 2008. Trust in consumer-to-consumer electronic commerce.
Information & Management 45 (2):88–95.

Julian, S. D., and J. C. Ofori-Dankwa. 2013. Financial resource availability and corporate
social responsibility expenditures in a sub-Saharan economy: The institutional difference
hypothesis. Strategic Management Journal 34 (11):1314–30. doi: 10.1002/smj.2070.

Kahl, J. A., and J. A. Davis. 1955. A comparison of indexes of socio-economic status.
American Sociological Review 20 (3):317–25. doi: 10.2307/2087391.

Keith, M. J., J. Babb, C. Furner, A. Abdullat, and P. B. Lowry. 2016. Limited information
and quick decisions: Consumer privacy calculus for mobile applications. AIS
Transactions on Human-Computer Interaction 8 (3):88–130. doi: 10.17705/1thci.00081.

Keith, M. J., J. S. Babb, P. B. Lowry, C. P. Furner, and A. Abdullat. 2015. The role of
mobile-computing self-efficacy in consumer information disclosure. Information Systems
Journal 25 (6):637–67. doi: 10.1111/isj.12082.

Keller, E. 2007. Unleashing the power of word of mouth: Creating brand advocacy to drive
growth. Journal of Advertising Research 47 (4):448–52. doi: 10.2501/S0021849907070468.

Kim, T., W. G. Kim, and H.-B. Kim. 2009. The effects of perceived justice on recovery sat-
isfaction, trust, word-of-mouth, and revisit intention in upscale hotels. Tourism
Management 30 (1):51–62. doi: 10.1016/j.tourman.2008.04.003.

King, R. A., P. Racherla, and V. D. Bush. 2014. What we know and don’t know about
online word-of-mouth: A review and synthesis of the literature. Journal of Interactive
Marketing 28 (3):167–83. doi: 10.1016/j.intmar.2014.02.001.

JOURNAL OF INTERNET COMMERCE 99

https://doi.org/10.2224/sbp.1996.24.2.119
https://doi.org/10.2224/sbp.1996.24.2.119
https://doi.org/10.1016/j.ijhm.2009.03.005
https://doi.org/10.1002/dir.10073
https://doi.org/10.1002/dir.10073
https://doi.org/10.1016/j.jhe.2017.08.002
https://doi.org/10.1016/j.elerap.2014.11.003
https://doi.org/10.2307/1239349
https://doi.org/10.1002/smj.2070
https://doi.org/10.2307/2087391
https://doi.org/10.17705/1thci.00081
https://doi.org/10.1111/isj.12082
https://doi.org/10.2501/S0021849907070468
https://doi.org/10.1016/j.tourman.2008.04.003
https://doi.org/10.1016/j.intmar.2014.02.001


Leonard, L. N., and K. Jones. 2019. Trust in C2C electronic commerce: Ten years later.
Journal of Computer Information Systems. doi: 10.1080/08874417.2019.1598829.

Lim, K. H., K. Leung, C. L. Sia, and M. K. Lee. 2004. Is eCommerce boundary-less? Effects
of individualism–collectivism and uncertainty avoidance on Internet shopping. Journal of
International Business Studies 35 (6):545–59. doi: 10.1057/palgrave.jibs.8400104.

Liu, T., Z. Liu, J. Huang, R. Tan, and Z. Tan. 2018. Detecting wireless spy cameras via
stimulating and probing. Proceedings of the 16th Annual International Conference on
Mobile Systems, Applications, and Services. doi: 10.1145/3210240.3210332.

McKnight, D. H., V. Choudhury, and C. Kacmar. 2002. Developing and validating trust
measures for e-commerce: An integrative typology. Information Systems Research 13 (3):
334–59. doi: 10.1287/isre.13.3.334.81.

McKnight, D. H., L. L. Cummings, and N. L. Chervany. 1998. Initial trust formation in
new organizational relationships. Academy of Management Review 23 (3):473–960. doi:
10.5465/amr.1998.926622.

Nocon, M., T. Keil, and S. N. Willich. 2007. Education, income, occupational status and
health risk behaviour. Journal of Public Health 15 (5):401–5. doi: 10.1007/s10389-007-
0120-6.

Pavlou, P. A., and A. Dimoka. 2006. The nature and role of feedback text comments in
online marketplaces: Implications for trust building, price premiums, and seller differen-
tiation. Information Systems Research 17 (4):392–414. doi: 10.1287/isre.1060.0106.

Pavlou, P. A., and D. Gefen. 2004. Building effective online marketplaces with institution-
based trust. Information Systems Research 15 (1):37–59. doi: 10.1287/isre.1040.0015.

Pavlou, P. A., H. Liang, and Y. Xue. 2007. Understanding and mitigating uncertainty in
online exchange relationships: A principle - Agent perspective. MIS Quarterly 31 (1):
105–36.

Pei, Z., A. Paswan, and R. Yan. 2014. E-tailer’s return policy, consumer’ s perception of
return policy fairness and purchase intention. Journal of Retailing and Consumer Services
21 (3):249–57. doi: 10.1016/j.jretconser.2014.01.004.

Pouryousefi, S., and J. Frooman. 2019. The consumer scam: An agency-theoretic approach.
Journal of Business Ethics 154 (1):1–12. doi: 10.1007/s10551-017-3466-x.

Racherla, P., and W. Friske. 2012. Perceived ‘usefulness’ of online consumer reviews: An
exploratory investigation across three services categories. Electronic Commerce Research
and Applications 11 (6):548–59. doi: 10.1016/j.elerap.2012.06.003.

Racherla, P., M. Mandviwalla, and D. J. Connolly. 2012. Factors affecting consumers’ trust
in online product reviews. Journal of Consumer Behaviour 11 (2):94–104. doi: 10.1002/
cb.385.

Richardson, A., J. A. Allen, H. Xiao, and D. Vallone. 2012. Effects of race/ethnicity and
socioeconomic status on health-seeking, confidence, and trust. Journal of Health Care for
the Poor and Underserved 23 (4):1147–493.

Schumacker, R. E., and R. G. Lomax. 2010. A beginner’s guide to structural equation model-
ing. 3rd ed. London, UK: Routledge Academic.

Serino, C. A., C. P. Furner, and C. Smatt. 2005. Making it personal: How personalization
affects trust over time. Proceedings of the 38th Hawaii International Conference on
System Sciences, Waikaloa, HI.

Srite, M., and E. Karahanna. 2006. The role of espoused national cultural values in technol-
ogy acceptance. MIS Quarterly 30 (3):679–704. doi: 10.2307/25148745.

Tran, X., C. Dauchez, and A.-M. Szemik. 2013. Hotel brand personality and brand quality.
Journal of Vacation Marketing 19 (4):329–41. doi: 10.1177/1356766713481218.

100 C. P. FURNER ET AL.

https://doi.org/10.1080/08874417.2019.1598829
https://doi.org/10.1057/palgrave.jibs.8400104
https://doi.org/10.1145/3210240.3210332
https://doi.org/10.1287/isre.13.3.334.81
https://doi.org/10.5465/amr.1998.926622
https://doi.org/10.1007/s10389-007-0120-6
https://doi.org/10.1007/s10389-007-0120-6
https://doi.org/10.1287/isre.1060.0106
https://doi.org/10.1287/isre.1040.0015
https://doi.org/10.1016/j.jretconser.2014.01.004
https://doi.org/10.1007/s10551-017-3466-x
https://doi.org/10.1016/j.elerap.2012.06.003
https://doi.org/10.1002/cb.385
https://doi.org/10.1002/cb.385
https://doi.org/10.2307/25148745
https://doi.org/10.1177/1356766713481218


Utz, S., P. Kerkhof, and J. van den Bos. 2012. Consumers rule: How consumer reviews
influence perceived trustworthiness of online stores. Electronic Commerce Research and
Applications 11 (1):49–58. doi: 10.1016/j.elerap.2011.07.010.

Wasko, M. M., and S. Faraj. 2005. Why should I share? Examining social capital and know-
ledge contribution in electronic networks of practice. MIS Quarterly 29 (1):35–57.

Wood, M. 1998. Socio-economic status, delay of gratification, and impulse buying. Journal
of Economic Psychology 19 (3):295–320. doi: 10.1016/S0167-4870(98)00009-9.

Wu, G., X. Hu, and Y. Wu. 2010. Effects of perceived interactivity, perceived web assurance
and disposition to trust on initial online trust. Journal of Computer-Mediated
Communication 16 (1):1–26. doi: 10.1111/j.1083-6101.2010.01528.x.

Zhang, D., L. Zhou, J. L. Kehoe, and I. Y. Kilic. 2016. What online reviewer behaviors
really matter? Effects of verbal and nonverbal behaviors on detection of fake online
reviews. Journal of Management Information Systems 33 (2):456–81. doi: 10.1080/
07421222.2016.1205907.

Zinko, R., P. Stolk, Z. Furner, and B. Almond. 2020. A picture is worth a thousand words:
How images influence information quality and information load in online reviews.
Electronic Markets 30 (4):775–15. doi: 10.1007/s12525-019-00345-y.

Appendix A. Instrument and scales

AirBnB Review
Please pretend that you have decided to take a trip to Paris and you are shopping for

places to stay. Read the following review before responding to the following questions.
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Hotel Review
Please pretend that you have decided to take a trip to Paris and you are shopping for

places to stay. Read the following review before responding to the following questions.

Variable Item Scale

Manipulation check From which website was this review taken? � AirBnB
� Trip Advisor
� Other _____

Trust Please indicate the extent to which you Trust
this reviewer

5-point Likert-Style

Feel comfortable acting based on the
information provided by this reviewer

Feel comfortable relying on this
reviewer’s advice

Purchase intention Based on only this review how likely are you to
book this property

Recommendation intention Based on only this review how likely are you to
recommend this property to a friend,
if asked

Disposition to trust The typical person is sincerely concerned about
the problems of others

Most of the time, people care enough to try to
be helpful, rather than just looking out
for themselves

In general, most people keep their promises
Most people are honest in their dealings

with others

(continued)
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Continued.
Variable Item Scale

I usually trust people until they give me a
reason not to trust them

My typical approach is to trust new
acquaintances until they prove I should not
trust them

Uncertainty avoidance Rules and regulations are important because
they inform workers what the organization
expects of them

Order and structure are very important in a
work environment

It is important to have job requirements and
instructions spelled out in detail so that
people always know what they are expected
to do

It is better to have a bad situation that you
know about, than to have an uncertain
situation which might be better

Providing opportunities to be innovative is
more important than requiring standardized
work procedures

People should avoid making changes because
things could get worse

SES income What is your current household income? � <$10,000
� $10,000–$25,000
� $25,000–$50,000
� $50,000–100,000
� >100,000

SES education What is your highest level of
education completed?

� I did not graduate
from highschool

� I have some college
but I do not have a
bachelors degree

� Bachelors degree
� Master Level degree
� Doctoral

Level degree

JOURNAL OF INTERNET COMMERCE 103


	Abstract
	Introduction
	Literature review
	Electronic word-of-mouth
	Antecedents of trust
	Disposition to trust
	Socio-economic status
	Uncertainty avoidance
	Accommodation type

	Purchase intention
	Recommendation intention

	Methods
	Procedures
	Measures
	Subjects
	Results

	Discussion
	Limitations and future research
	Implications for researchers
	Implications for practitioners

	Conclusion
	Orcid
	References


